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Social capital stories behind young women’s drinking practices 
 
Introduction 
Getting drunk has become a key part of young women’s weekend leisure pursuits (Sweeting 
and West, 2003; Coleman and Cater, 2005) and is seen as a release from day to day 
pressures (Szmigin et al., 2008), as well as a way to socialise and facilitate bonding in 
friendship groups (Guise and Gill, 2007). This cultural shift in drinking also aligns with 
evidence identifying marked increases in hazardous drinking among adult young women 
aged 18-24 years, together with positive attitudes towards intoxicated drinking (AIHW 2008; 
Roche et al., 2008). In response to this drinking behaviour, government social advertising 
and some social marketing campaigns have positioned young women in a way that 
promotes them as being ‘out of control’ and unfeminine, rather than contextualising alcohol 
use as a part of their sociality (Brown and Gregg, 2012). How young women organise 
themselves in social activity, for example, is an important determinate of their health 
behaviour (Kawachi and Berkman, 2000; Lomas, 1998; Spotswood and Tapp, 2010), 
particularly in relation to moderate drinking (Real and Rimal, 2007).  
 
Moderate drinking, like binge drinking, is explained by a combination of factors, such as 
cultural norms, peer group influences, motive and values (Jonas et al., 2000). Drinking 
alcohol is “essentially a social act” in which socio-cultural contexts are defined by drinking 
styles and rituals that shape work and leisure time, aspects of self and identity, as well as 
boundaries of inclusion and exclusion that facilitate shared communality (Douglas, 1987, 
p.4). In this paper, we identify moderate drinking as a controlled behaviour, where young 
people control the frequency and quantity of alcohol consumed during a drinking session, 
and actively engage in positive socialisation by practicing safer drinking that aligns with the 
AIHW drinking guidelines (see Table 1) (Previte et al., 2014).  
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The perspective of alcohol consumption as a shared social practice has been inadequately 
addressed in social marketing studies that privilege micro-focused individual studies of the 
harmful outcomes of young adults’ binge and risky drinking behaviours. In moving the 
discussion of alcohol consumption forward, specifically in relation to moderate drinking 
behaviour, this paper explores how young women’s alcohol drinking is influenced by 
systems beyond the micro-level of individual characteristics and choices. Whilst existing 
studies of alcohol consumption have considered the influence of social norms and influence 
of important others (e.g., friends and family members) on drinking behaviours, these studies 
remain individually focused on self-reported drinking influences (e.g., Fry et al., 2014). In this 
study our goal is to extend findings about group influences by encouraging and documenting 
active discussion about how alcohol drinking is negotiated and performed within friendship 
groups. Broadly, this paper examines meso-system social level influences of peer and 
friendship groups on young women’s drinking decision-making and behaviour.  
 
In taking this meso approach, we respond to current calls in social marketing for scholars to 
embrace wider systems thinking (e.g., Brennan and Parker, 2013; French et al., 2012; 
McHugh and Domegan, 2013) and consider social change behaviours beyond individual 
characteristics and personal choices. Furthermore, we view behaviour change, specifically in 
the alcohol consumption context, as a “market of behaviours” and bring forward evidence 
about young people’s drinking that is more nuanced and representative of their socio-
cultural experiences (Lefebvre, 2012). Thus, the discussion in this paper first turns to a brief 
review of the literature on alcohol drinking, group behaviour and social capital theory as the 
lens through which we explore how group resources are shaped and shared in young 
women’s friendship groups. The next sections of the paper outline the qualitative inquiry 
process, key findings and significant issues identified. The paper concludes by providing 
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directions for future research about young women’s drinking behaviours and social 
marketing practice. 
 
Sociality and young women’s drinking 
Social researchers interested in the study of alcohol have strongly focused on heavy drinking 
or ‘binge’ behaviour by young women (Roche and Deehan, 2002; Hutton et al., 2013). 
Drinking social influences such as friends, family and macro forces (e.g., drinking cultures as 
‘wet’ or ‘dry’) are identified as precursors to a young women’s normative drinking behaviour 
(Lindsay et al., 2009; Johnson and White, 2004). To examine these social influences, many 
social marketing researchers have focused on understanding the individual’s behavioural 
decision making and influence of significant others on drinking choices (e.g., applying Ajzen’s 
Theory of Planned Behaviour). Whilst some researchers have examined the social influences 
including norms and affiliation, this has been done from a binge perspective (Hogan et al., 
2014; Szmigen et al., 2011). Research inquiring about moderate drinking has concentrated 
on individual drinking practices (e.g., drinking soda from a champagne glass, or drinking 
slowly) and identified that young people’s drinking occurs within a group setting where 
young women can face ‘complex tensions’ when choosing to moderate or abstain from 
drinking in social situations (Fry, 2010). 
 
Alcohol consumption is considered a natural way to socialise and for moderate drinkers it is 
important to maintain perception of involvement even when not drinking (Frederiksen et al., 
2012). Those wishing to moderate their drinking sometimes do so by employing a ‘covert 
management plan’ of being associated with sports or holding religious associations (Nairn et 
al., 2006). Other researchers also suggest that addressing alcohol consumption as an integral 
part of friendship is meaningful and relevant to young women (Niland et al., 2013). Drinking 
with friends has been donned as ‘doing friendship’ (Vander Ven, 2011) where trust, 
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(Smzigen et al., 2008), strengthening relationships during drinking sessions (Fjaer, 2012) and 
‘drunk support’ (Vander Ven, 2011) are key aspects.  
 
For moderate drinking to be influential and identity building for young women, researchers 
suggest it must be a part of the group’s shared norm (Fry, 2010; Nairn et al., 2006). To gain 
traction, moderate drinking needs to be perceived by young women as popular, a valued 
behaviour, or a central feature of the group’s identity (Lindsay et al., 2009). Behaviours only 
become an embedded norm when the action is viewed as beneficial and of value to the 
group (Demant and Jarvinen, 2011). We thus suggest that questions about alcohol drinking 
should turn to exploring the social forces and characteristics that embed value to make 
moderate drinking a norm in friendship groups. Employing a social and relational approach 
to marketing is one way to explore the role social context has on influencing behaviour 
(Hastings, 2003). We take up Hastings recommendation by applying social capital theory to 
explain the meso-level, relational factors and influence that effect young women’s drinking 
choices. 
 
Social capital as lens to explore social influence 
Social capital has been described as an ‘elastic term’, that holds a variety of definitions 
among a range of fields such as sociology, economics and political science (Adler and Kwon, 
2002; Elliston et al., 2007; Putnam, 1995). Whilst there are numerous definitions put 
forward in research, two clear schools of thought have emerged based around normative 
processes and capital resources (Portes, 2000). The normative school of thought views social 
capital as “a set of features in a social structure that lead to collective action in order to 
bring about mutual benefit for some aggregate of people” (Coleman, 1988, p. 96). 
Normative perspectives suggest that a group functions and achieves collective actions 
through norms of trust and reciprocity, cohesion and solidarity (Fulkerson and Thompson, 
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2008). On the other hand, there is the resource view where social capital is used to explain 
the uneven patterns in the accumulation of power and prestige, in addition to recognising 
the context of social interactions and behaviours (Bourdieu, 1986). These theorists suggest 
social capital refers to the social investments members make to others, with the expectation 
of return (Lin, 2000; Portes, 2000). According to Bourdieu (1989), however, social capital is 
related to power and influence, and as such an individual can acquire social capital for 
personal benefit at the expense of others. Consequently, not all groups are created equal in 
their ability to transfer power and influence from one group to another (Bourdieu, 1989). 
Some individuals within groups are more successful than others at transferring their capital 
resources to other groups. From the view of Bourdieu, the ability of one to transfer capital 
distinguishes power and status in a group (Bourdieu, 1986; Demant and Järvinen, 2011). 
 
Over the last 15 years, social capital has made an appearance in the literature (Lomas, 1998; 
Kawachi and Berkman, 2000; Hawe and Shiell, 2000) with particular attention given to how 
effective refocusing initiatives on groups of people, rather than individuals, can be a 
powerful means to influence behaviour change (Szreter and Woolcock, 2005; Poortinga, 
2006). Weitzman and Kawachi (2000) explored the normative function of social capital and 
found that it worked at a community level, reducing young people’s drinking when they 
were involved with voluntary associations. Granfield and Cloud (2008) applied the concept 
of social capital to analyse recovery from substance abuse, and viewed it as embedded 
resources that flow through a network. Their line of inquiry distinguishes positive and 
negative social capital, seen as explaining why some people recover from addiction but 
others do not. More recently, Demant and Järvinen (2011) utilised the concept of social 
capital, referring to both normative functions and capital resources as methods to explore 
young people’s relationship with alcohol. Their key findings are that social capital both 
incites and restricts some behaviours with alcohol. 
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In line with Glenane-Antoniadis et al., (2003) we believe social capital theory can inform 
social marketing thinking by guiding a focus that takes into account the importance of a 
valued exchange, and how this influences social and behavioural issues. To achieve these 
insights, we integrate both schools of social capital thought - normative and resource 
perspectives - to guide interpretation of the combination of normative (trust, obligations 
and expectations and sanctions) and resource (power, status, recognition) factors to 
understand social capital’s influence on moderate drinking. In taking this approach our 
purpose is to gain a fuller understanding of the scenario and context of behaviour. As other 
researchers (Demant and Järvinen, 2011) using a similar approach have argued, taking an 
integrated social capital lens to the study of consumer culture enables researchers to 
consider ‘how individuals relate to one another’ and ‘to explore the norms that maintain 
and organise these groups’ (Reimer et al., 2008, p. 259). Thus, our aim is to explore the 
social capital influence on young women’s moderate drinking in a group setting, guided by 
the following research questions: Does resource social capital influence moderate drinking in 
young women’s friendship groups? If so, how and why?; and Does normative social capital 
influence moderate drinking in young women’s friendship groups? If so, how and why? 
 
Methodology 
More than a century ago Durkheim (1895, p. 129) stated that “the group thinks, feels and 
acts entirely differently from the way its members would if they were isolated” and argued 
that if researchers focus on talking to members separately, they will not understand “what is 
taking place in the group”. Durkheim’s insight informed the qualitative inquiry process in this 
study, which used self-selected, friendship pairs and focus groups to explore social capital 
constructions around consuming alcohol. Aligned with other qualitative researchers’ 
thinking on focus groups, we purposefully sort ‘more than one’ in the conversation based on 
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the belief it was more ‘naturalistic’ and resembles day-to-day social exchanges (King and 
Horrocks, 2010). In particular, conducting small group interviews with members of existing 
friendship groups enabled us to capture and record the social structure where drinking 
decisions were made amongst participants (Lunnay et al., 2011).  
 
In total six small groups were separately interviewed by a single, female researcher of similar 
age and experience to minimize the social distance between the group moderator and 
participants. This focus group approach was considered conducive to encouraging dialogue 
around the issues as there was potential for shared concerns to be more deeply discussed 
because there is less power distance – similarity in age, gender and educational status - 
between the group moderator and the other young women participating in the discussion 
(Smithson, 2000). The small group interviews involved discussions of approximately 60-90 
minutes in duration and took place in a secure office located on a university campus. Table 1 
outlines the profile of the small group participants. 
 
[Insert Table 1 here: Participant Group Composition] 
 
Friendship groups involving 16 young women of legal drinking age in Australia (18-24) 
participated in small group discussions about their drinking behaviours with friends. 
Maximum variation in groups was purposefully sort to gather various life and social 
experiences. Specifically, friendship group pairs (2 members) and friendship focus groups (3-
5 members) were selected to explore differences within and beyond types of friendship ties. 
Other friendship factors taken into consideration and discussed during focus groups were 
the formation of friendship and time spent together. For example, some friendship groups 
were formed from religious connections, others were formed from school and university 
relations, and other friendship groups connected through workplace relations. Additionally, 
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our selection of focus group method supported our interest in exploring and collecting data 
about group behaviour and interactions, rather than an individual’s self-reported influences 
within groups (Morgan, 1988). 
 
Nvivo 10 software (QSR International) assisted with managing the verbatim transcripts of 
the focus groups, and enabled working methodically through the data to code and identify 
social capital themes and individual profiling variables (see Table 2). To look at friendship 
groups as a unit of analysis ‘expands research beyond the individual’ and explores the idea 
that we behave this way because of the value of friendships. Choosing to work with ‘pre-
existing groups’ is not a new technique; exploring a phenomenon with people already 
familiar with one another researchers’ are able to tap into ‘collective remembering’ 
(Kitzinger, 1994). This collective remembering allows participants to recall and retell shared 
occasions as members relate and acknowledge actual group behaviours that have occurred 
(Kitzinger, 1994, p.105; Lyons and Wilmot, 2008). We were specifically interested in 
collecting the  unique feature of friendships and how an individual’s behaviour varies 
depending on the social group (Hogg and Reid, 2006). In the following discussion of findings 
we apply the conceptualisation of the young women’s SRDG to document and explain social 
capital constructions and our thinking on its influence in young women’s drinking groups. 
 
[Insert Table 2 here: Examples of profiling variables] 
 
In applying the lens of social capital we explore both normative functions and resource 
values evident in these groups. Emic and etic perspectives guide our interpretations. Firstly, 
we captured the “insider’s view of reality” (emic perspective) through analysing and 
identifying themes in the full transcript of each friendship focus group, documenting the 
social structure of drinking decisions amongst participants and the narrative of friendship 
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drinking ties. Then a two-fold etic analysis guided our further interpretation of the focus 
group data. First, we identified and defined drinking personas to reveal the normative and 
resource capital stocks in friendship groups. Next, we modelled drinking archetypes in order 
further illustrate group-level social capital representations (See Table 3). The archetype 
analysis conducted demonstrates our etic – marketing researcher lens, as we sort to further 
illustrate the varying expressions of young women’s alcohol use within the same (18 -24 
year old) segment.  
 
[Insert Table 3 here: Description of archetypes] 
 
Archetypes feature in commercial marketing (Mark and Pearson, 2001). Most notably used 
by psychoanalyst Carl Jung (1975), archetypes are referred to as “shaping matter (nature) as 
well as mind (psyche)”. In other words, archetypes can become different expressions of the 
same overarching theme, by giving a “detailed description of a single person who represents 
a particular expression of a wider group of people along prescribed dimensions” (Morris and 
Schmolze, 2006, p.209). The use of archetypes in this social marketing study had further 
theoretical underpinning in that it privileges “group think”. As Mark and Pearson have 
stated, “most of us want very much to be liked and belong to a group. At the same time we 
also want to be individuals … both desires are deep and profound” (2001, p. 14). In general 
marketing practice, the construction of archetypes provides meaning and value behind 
motivation to consume products - in the current study we focused on the construction of 
social capital value and the alcohol consumption level.  
 
Findings and discussion 
Group narratives about drinking 
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Friendships form a significant part of our social identity and positive social identity 
accumulates social capital, in that members seek to be viewed in a positive manner by taking 
on group norms and protecting group values. In the following discussion of our findings we 
illustrate what Hogg and Reid (2006) noted earlier, that in friendship we – that is the young 
women who participated in this study - submerge ourselves into a ‘uniqueness of 
commonality’. Thus the discussion of four SRDGs are presented below to demonstrate the 
different ways social capital norms and resources influence and direct alcohol consumption 
in young women’s friendship groups. Each of the four SRDGs illustrate the influences of: 
friendship with institutionalised ties, the friendship with school ties, the friendship with 
university ties and the friendship with professional ties. The narratives also illustrate the 
challenges and tension young women experience when they experience conflicts around 
drinking. 
 
The SRDGs formed through institutional ties performed moderate drinking behaviours and 
this particular girlfriend group represents ‘social value’ formed through a Christian 
association and religious capital. Within this group, friendship narratives revealed that 
adolescent drinking has no value and religious capital is valued, because it accumulates 
through an individual’s personal investment in religious doctrines, rituals and traditions 
(Iannaccone, 1991). The following quote demonstrates the capital gained by reflecting ones 
faith in decisions to not consume alcohol. The value gained is in showing restraint from the 
dominant norm of drinking: 
“I am a very strong moral catholic and I’ve always been mature in following a non-
drinking approach to socialising…I literally never drank alcohol before my 18
th
 
birthday, except for church wine”. Abby 
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What is notable in the exchanges between young women with religious, institutional ties is 
how they manage the dichotomy of being ‘wary’ of alcohol consumption, and the macro 
normative behaviour experience of adolescent heavy drinking (Harrison et al., 2010). For the 
young women in this study, they recounted how being exposed to the ‘expectation of 
drunkenness’ and trying to control oneself was a ‘frightening aspect’ as they tried to 
negotiate and accumulate friendship capital in a more ‘standard’ manner. As the following 
quote illustrates: 
“It’s hard to control yourself when you’re in a position where everyone is drinking… 
You know you just kind of sit there and you’ve got a drink and when that drink is 
finished, you get another drink and when that drink is finished you get another drink. 
By the time you realise how much you’ve had to drink… you just drink so much you 
just don’t realise that you’re starting to get a bit too drunk, till it’s too late”. Beth  
 
In comparison, SRDGs with friendships formed in school or universities tolerate some ‘bad’ 
behaviour with alcohol. For these drinking groups, drunken stories can be transferred into 
resource capital depending on the frequency and nature of experience. Demonstrating the 
ability to manage drunkenness accumulated ‘credit points’ (Coleman, 1988) in the group. 
‘Credit points’ are used to the benefit of the holder at times when they drink more than they 
can manage and use the points as acknowledgement that you ‘can be a good drinker’. The 
following quote illustrates credit points accumulation owing successful ‘controlled 
intoxication’ (Szmigin et al., 2008): 
“Your tolerances are astounding actually, you’ll be drinking and then out of nowhere 
you’ll be like “I think I’ll drink a bottle of vodka later” . . . I have no idea how you do 
it, but it’s awesome . . . ” Ada 
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A further notable observation from these SRDGs is that while some group members’ bad 
behaviour is forgiven, other members would not be ‘forgiven’ for similar behaviours. The 
following excerpt of text discussing a friend’s consistent ‘bad’ behaviour that is inconsistent 
with the group’s normative pride, demonstrates how standards in behaviour can be 
forgiven, or explained away, repeatedly.  
Briony: “Tash and the boys, that’s completely out of hand” 
Angela: “She gets quite drunk and she has like a boyfriend but she keeps getting with 
other boys…it’s really bad. She needs to stop using ‘being drunk as an excuse’.” 
Briony: “Yeh, it happens fairly regularly”. 
Angela:  “But, she’s just one of those girls. It’s not even her fault. We just go ‘oh you 
idiot…next time”. 
 
The last SRDG identified in the study was friendships formed through professional ties, 
where benefits from maintaining connections are important. The young women who make 
up these friendships are transitioning their drinking style from ‘socially open space drinking’ 
to ‘structured drinking’ (Harrison et al., 2010). The drinking norms for professional workers 
are not moderate; rather drinking is seen as a ‘good way to separate work from play’. 
Cutting loose and ‘getting wasted’ are still seen an important ways to maintain capital 
resources with friends from other groups. Although professional status is an important 
capital resource, not having a professional job is forgiven in some girlfriend groups when 
alternative capital reserves have ben accumulated. For example, being identified as a ‘party 
animal’ and approaching drinking the ‘right way’ is another way young women in this 
friendship group contributed value. The following commentary came from one participant 
who did not adhere to the resource standards of employment, but was able to use her social 
life as a way of maintaining here position with the rest of the group. 
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“I’m always fun…if it’s a Saturday night then I’m definitely drinking or even a Friday 
night, I’m definitely drinking, Sunday night . . . probably drinking”  
Alex 
The other ways workers negotiate with their accumulated capital is to use their personal 
connections and affability to influence status in the group. A participant’s reference to her 
gainful employment as a fluke from friends was an indication that she was well connected. 
Popularity for this participant carried through as an excuse for getting away with continuous 
drunken behaviour. Furthermore, what was interesting was that despite professional 
friend’s disapproval of ‘the valley girl’ (negative) image, it transpired that when a popular 
member reflected on being ‘that girl’, another member of the group came to her support:  
Cassie: “There were a group of us and this guy was videoing us while we were really 
drunk and the next morning he showed us. It was horrible, I was so embarrassed”  
Alex: “You’re not like that. You’re not that bad, really”  
This exchange between friends suggests that unfavourable drinking practices can be forgiven 
based on the individual’s position within the social structure. 
 
This first step in the interpretation of young women’s drinking experiences with friends 
outlines the different normative and resource social capital banks that are attractive to 
different SRDGs. It demonstrates that SRDGs have complex relationships and consumption 
decisions must be practiced in a way that respects the boundaries and hierarchy to maintain 
inclusions. At this stage of the friendship analysis, it was evident that individuals of each 
SRDG involve themselves in activities for short or long-term benefits in relation to their 
drinking behaviours. SRDG members are ‘custodians’ to the social structure, attempting to 
capture the essence of what is powerful and be recognised by other members. However, 
there are those that are ‘more richly endowed’ with other capital, be it religious or 
professional, and these members have an ability to ‘create the personality of the group’. 
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Based on this insight into “group personality” the following sections outlines drinking 
archetypes to demonstrate how women drinkers from one segment (18 -24 year old 
females) share and negotiate norms and resources which impact the acceptance of 
moderate drinking practices in a group. 
 
Social Capital Archetypes 
Social capital is conceptualized in the following analysis as the combination of normative and 
resource factors, which were present in each of the friendship groups at varying levels. 
Determined by both the social capital of an individual within the confines of their friendship 
group and their personal drinking style, four archetypes emerged from the analysis of social 
capital interactions, these are the: sensible drinker, party pleaser, booze angel and 
designated drinker. Table 1 gives a description of the social capital archetypes that were 
designed by the current study. 
 
INSERT Table 3 HERE: Description of archetypes 
 
As other researchers have done (see Caldwell et al., 2010), we adapt the Mark and Pearson 
archetype model (2001) on the premise that consumer’s identity can be explored in many 
ways, such as through their social capital. In the following discussion, the archetypes are 
situated on a two dimensional model; where dimension 1 is social capital, placed on a 
continuum to show varying levels of group social capital (high to low). Dimension 2 
measures alcohol consumption on a continuum from moderate /light, to binge/heavy 
drinking styles. For this conceptual archetypal model, the study looks at how members 
retain, gain or lose social capital based on alcohol consumption. In theory, archetypal 
measurement of an average person is symbolized at the crossing point of the two 
dimensions (Riedesel, 2008a). In the current study, the change between the two continuums 
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demonstrates the variance of behaviours to alcohol consumption and social capital. It is 
proposed that archetypes represent the young women who participated in this study and 
evidence from participant discussion has been integrated to support the archetype 
description.  
 
The following archetype analysis focuses on social capital variables and individual 
characteristics, which were relabelled as ‘profiling variables’, based on a compiled list of 
descriptive variables that were repeated throughout the focus group transcripts (see Table 
2). For this reductive analysis, Nvivo (QSR, 2014) was used to code and highlight text that 
related to the research questions. Table 2 shows an example of these variables. To develop 
the archetypes we followed to main considerations: first, the moderate drinking drivers for 
each archetype and second, the social capital drivers for each archetype. 
 
INSERT Table 2 HERE: Example of profiling variables 
 
Figure 1 below situates each identified archetype on a two dimensional model. The “average 
young women who drinks with her friends” is symbolised at the crossing point of the two 
dimensions. The change between the two continuums demonstrates the variance of 
behaviours to moderate drinking and social capital (Riedesel, 2008b).  
 
INSERT Figure 1 HERE: Model of drinking archetypes 
 
Interactions between drinking archetypes 
In the following, we illustrate how the social capital archetypes are associated with the 
identified drinking behaviours of young women in the study. The SRDG formed by 
institutionalised ties (Fig. 2) demonstrates how two members who socialise are attributed to 
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two archetypes. One member fits the sensible drinker archetype and the other a party 
pleaser. Owing to their religious institutional tie, the sensible drinker holds higher capital 
over the party pleaser. During social interaction the party pleaser will be happy to abstain or 
moderately drink because of her need for social affiliation. The social capital influence is at 
play here, where moderate drinking is seen as a positive way to interact. 
 
INSERT Figure 2 HERE: Friendships with institutional ties 
 
SRDG with university ties (Fig. 3) demonstrates four members of this group within two 
archetypes. The two archetypes are the booze angel and the party pleaser. University 
friends socialise in a culture where heavy episodic drinking occurs. The booze angels are able 
to drink well and fit within the larger descriptive norm of the cohort. Because the party 
pleasers have less capital resources they will partake in the drinking style of the group to 
fulfil their need for social affiliation. Social capital restricts drinking when not at the right 
type of event. Rather than social capital accumulation being what moderates drinking 
behaviour; the need to maintain social capital and keep in with the group is to restrict 
alcohol consumption during some occasions. 
 
INSERT Figure 3 HERE: Friendship formed through university ties 
 
SRDG with school ties (Fig. 4) demonstrates three members who each fit a separate 
archetype. Party pleaser aligns herself with the group norm that in this case is heavy 
drinking. Although she probably has a preference for a lower drinking style, because of who 
her friends are, she will drink more. The people she is friends with are a booze angel and a 
designated drinker. In the figure the booze angel is situated with less social capital this is due 
to their more frequent transgression down into the designated drinker archetype. A booze 
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angel may not realise they are crossing the line to the designated drinker as the other 
friends are used to a heavy drinking style and view ‘having a few too many’ in a positive 
light. The strength of their friendship, born from the length of friendships is the contributing 
factor to why when the booze angel becomes the designated drinker their behaviour is not 
subject to repercussions. Friendship length “allows” intoxication. In a larger group, the 
frequency of drinking like the designated drinker would result in even lower capital as the 
designated drinker can be a burden by needing ‘babysitting’ and by being unwilling to take 
on the obligations of the group such as driving. 
 
INSERT Figure 4 HERE: Friendship with school ties 
 
SRDG with professional ties (Fig.5) illustrates a group of three archetypes made up of four 
young women. With two booze angels and a party pleaser the sensible drinker’s perspective 
on social interaction is drowned out. In this group, the sensible drinker’s norm of moderate 
drinking is not an appealing option (as it was with the institutionalised friendship). This 
friendship group was looking for new ways to accumulate recognition and status and 
drinking decisions mirrored the behaviour of the other group they socialised with. 
 
Insert Figure 5 Here: Friendship with professional ties 
 
Discussion  
Our qualitative findings and illustrative archetypes of young women’s drinking groups 
indicate that the key influencers in a friendship group are positioned with power based on 
their social capital within group. Young women will often realise that they occupy a position 
to build social capital within a friendship group, where there exists both an acceptable norm 
and value position grounded in consuming, or abstaining, from alcohol. These are displays of 
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symbolic capital – in that consumption of alcohol garners a certain response to situations, 
and young women can accumulate capital by responding the right way (Bourdieu, 1989). The 
evidence from this study illustrates that there are different types of symbolic capital existing 
in SRDGs and there is different par excellence being experienced.  
 
Drawing on a social capital lens guided an exploration of the qualitative data to present 
different aspects of young women’s drinking rituals; the archetypes illustrate the level of 
social capital with level of drinking to demonstrate particular group norms around alcohol 
consumption. Where, for example, an archetype based on the combination of high social 
capital and high levels of drinking behaviour (booze angel), it was found that there was an 
influence over the friendship group in terms of drinking. On the other hand, an archetype 
possessing low social capital and low levels of drinking behaviour (sensible drinker) was 
unable to influence their friendship group towards moderate drinking. Therefore the 
research evidence in this study suggests that social capital can either facilitate and/or 
restrict young women’s drinking based on the descriptive drinking norms of the group. 
 
In addition, our findings have explored the relational and social aspects of drinking through 
our conceptualisation of specific SRDG, and we have demonstrated the influence of social 
capital on young women’s abilities to drink moderately. For example, social capital 
influenced moderate drinking in only one group (composed of sensible drinker and party 
pleaser archetypes) because the descriptive norms (to do with religious capital) of the group 
were to abstain or at most, moderately drink. Members of this group would accumulate 
social capital through their ability to manage going against the norm of a heavy drinking 
culture. In contrast, for the other groups involved in the study, social capital influenced 
drinking by setting an expectation of “how to drink” and acknowledging and giving 
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recognition/status to people who could manage their alcohol intake. Therefore alcohol 
consumption became a way to accumulate capital. 
 
Conclusion and social marketing implications 
The evidence in this study demonstrates how social capital theory can be applied to study 
and explain the normative influences and relational behaviours evident in young women’s 
drinking behaviours. Based on our insights from this research, we outline both theoretical 
and practice directions to inform and guide future social marketing studies of young 
people’s drinking behaviours. First, we argue, as many other scholars have done (e.g., 
French et al., 2010) that theory can act as a useful and practical lens to explore and 
document social behaviour. Our study has demonstrated the utility of social capital theory 
as a viable lens to extend a social perspective to a behaviour that has been primarily 
examined from an individual perspective. Our research contributes evidence to 
understanding how friends and meso-level social forces from friendship networks influence 
drinking behaviour, and demonstrates an alternative approach to researching alcohol 
consumption beyond reporting individual level behaviour change. Second, we recommend 
social marketers draw upon qualitative methods (such as friendship focus groups) and 
analytical techniques such as consumer archetype building as an approach to exploring the 
‘hidden’ meso-level influences in consumer behaviour. The illustrative social capital 
archetypes identified in this study demonstrate how young women negotiate drinking 
situations and how group contexts and friendship ties, either support or undermine drinking 
standards in a group. We thus encourage other social marketers to embrace methods, such 
as qualitative inquiry, so that they can build knowledge of social behaviour change that are 
more representative of the situation in which individual consumers are expected to change 
or maintain a social behaviour. 
 
D
ow
nl
oa
de
d 
by
 Q
ue
en
sla
nd
 U
niv
ers
ity
 of
 T
ec
hn
olo
gy
 A
t 0
1:5
0 1
9 J
uly
 20
16
 (P
T)
20 
 
The application of social capital theory can also inform social marketing practice and guide 
the strategic application of marketing tools to influence how young women consider and 
plan for social events where alcohol will be consumed. We believe the strategic tools of 
product positioning, segmentation and customer orientation can be more effectively applied 
when implementing moderate drinking campaigns that aim to promote a safer drinking 
culture to young women. First we recommend using the findings from this study to inform 
campaign approaches to product position. The study of consumer social capital norms and 
resources specific to a social behaviour provides alternative ways to positioning social value 
exchanges to target audiences – such as displayed in positioning maps of archetypal 
interactions in this study. In addition, rather than assuming an average segmentation 
approach (e.g., demographics), social capital informed archetypes can guide marketing 
actions (e.g., consumer orientation and positioning strategies). Specifically in relation to the 
moderate drinking, the findings in this study suggest that archetypes can be applied as a tool 
to focus on different ‘at risk groups’ of young women who are influenced in different ways in 
drinking contexts. We have also demonstrated how friendship groups are a rich source of 
evidence, from which social marketing practitioners can gather deeper understanding of 
how young women’s drinking behaviours are shaped by norms and resources in their 
friendship groups.  
 
Second we recommend the use of social capital as a new (and underutilised) tool for 
segmenting in social marketing. This social capital inquiry has explained the mutual creation 
of capital and consumer action to behaviour through a sociological framework, which has 
provided alternative insight into how young women negotiate friendships that influence 
their drinking behaviours. Using social capital as a lens to inform understanding of consumer 
behaviour is thus considered effective and good linking to social marketing through its 
application to understand the social forces that influence behaviour (Hastings, 2003). This 
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understanding can be applied to inform behavioural segmentation as an alternative 
segmentation approach on which to position moderate drinking value propositions to young 
women. 
 
Finally we recommend that our findings be used to inform and enhance social marketers’ 
use of strategic tools, such as customer orientation when developing social change 
campaigns or specialised social brands. Customer orientation sets out to understand a 
consumer’s motivations, needs, wants, fears and aspirations. This knowledge is vital in 
creating an appealing social marketing product and brand (French et al, 2011). Ensuring a 
customer’s interests are being considered from a social brand perspective results in brands 
that will motivate people. Just as in commercial marketing, branding in social marketing is an 
important facet to product trial and adoption – such as regularly practicing moderate 
drinking. Moderate drinking is a behaviour that is not always presented in an appealing 
manner for young women to adopt (Fry, 2010). Some may view moderate drinking as 
abstaining and going against their social identity (Hutton and Wright, 2015). The findings 
from this study provide social marketing insight that can be applied to inform future 
strategic directions to social marketers’ on how they can more effectively approach the 
social market of young female drinkers with value propositions that will motivate them 
towards adopting, or maintaining, moderate drinking practices. 
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Table 1: Participant Group Composition 
Group Age Name Formation of group 
Drinking 
status 
Professional status 
Pilot 22 Alison Neighbourhood 
friendships formed in 
early childhood. 
Moderate 
drinking 
group 
University graduates 
with professional 
positions. 
Pilot 22 Bea 
Pilot 22 Chloe 
1 18 Abby 
Church youth group 
Abstained 
from 
drinking 
group 
University students 
with part time jobs. 1 18 Beth 
2 20 Anna University friendships 
formed when completing 
the same degree. 
Moderate 
drinking 
group 
University students 
with part time jobs. 2 21 Bree 
3 22 Ada School friendships 
extended into adult 
socialization and shared 
drinking events. 
Binge 
drinking 
group 
University students and 
a full time hospitality 
worker. 
3 22 Belinda 
3 22 Candace 
4 22 Alex 
University friendships 
extended through 
professional/employment 
networks. 
Binge 
drinking 
group 
University students 
and working in 
professional 
positions as interns 
or part time staff. 
4 22 Brittany 
4 21 Cassie 
4 21 Danielle 
5 
5 
19 
19 
Angela 
Bronte 
School friendships 
extended into adult 
socialization and shared 
drinking events. 
Moderate 
drinking 
group 
University students with part time 
jobs. 
Key:  
Moderate drinking group is equal to drinking four or less drinks on one social occasion that lasts four 
hours or more (AIHW, 2009). Individuals in the moderate drinking group consume alcohol and drink at 
or below the AIHW recommendation guidelines. 
 
Abstaining from drinking is a group or individual who does not consume alcohol during social events. 
 
Binge drinking involves drinking excessively during social occasions, usually 5-8 drinks or more during 
a social occasion that lasts four hours or more. These regular drinking sessions occur frequently and 
people display characterizations of drunkenness – speech slurred, loss of inhibitions, increased risk 
taking. 
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 Table 2: Example of profiling variables 
 
Individual 
Characteristic 
High social 
capital 
Low social 
capital 
Binge & heavy 
Drinking 
Moderate & 
light Drinking 
Quiet, religious, 
thoughtful, 
earnest, 
opinionated, 
excitable, loud, 
drinks in own 
preferred way, 
do-gooder.  
 
Strong willed, 
street smart, 
practices the 
‘right’ type of 
drinking, 
provides 
approval, shows 
authority, 
shares good 
stories, drinking 
lessons, 
trusting, 
persistent, 
competitive, 
and popular. 
Position 
themselves low, 
seeks approval, 
overly 
promiscuous, 
only shares 
negative stories, 
needs 
‘babysitting’ 
Parties hard, 
drunken 
behaviour the 
norm, appears 
to be 
unconcerned by 
excessive 
drinking, easily 
influenced, can 
be an emotional 
drinker. 
Conservative 
alcohol use, 
attends alcohol 
free events, 
typically sober 
at drinking 
events, not 
easily 
influenced, 
alcohol for 
celebrations 
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Table 3: Description of archetypes 
Social Capital 
Archetype 
Explanations of Drinking Behaviour 
Sensible 
Drinker [SD] 
The Sensible Drinker demonstrates young women's controlled drinking 
behaviour guided by moral beliefs and societal standards. The "binge 
drinking brand" has limited capital and appeal to this archetype. 
 
“I know from experience that people sometimes just think you know 
‘you’re a party pooper’ or they try and convince you that you’re 
really boring otherwise.” (Abby) 
 
Party Pleaser 
[PP] 
The Party Pleaser has a strong desire for a connection with others. As the 
‘life of the party’ a Party Pleaser aims to fit in and not be left out. Drinking 
preferences are all forms –binge/moderate/not drinking – the decision is 
based on having ‘what everyone else is having’. 
 
“If you’re sitting there on your third drink and everyone else is ready 
for their fourth, you just do it. Like sometimes you base your line on 
other peoples, you think, if they can do it, so can I”. (Beth) 
 
Booze Angel 
[BA] 
The Booze Angel is an active drinker during social activities. She is able to 
maintain high social capital by maintaining personal and professional 
networks; these networks reflect her different drinking styles. She maintains 
here drinking through ‘calculated hedonism’ (Szmigen et al., 2008) and 
partying in the expected manner for different friendship groups – it depends 
on the crowd she is with. 
 
“…You know when someone doesn’t drink and they just sit there and 
mope. It’s like, you’re really ruining my attitude and I just want to 
get drunk here” (Alex) 
 
Designated 
Drinker [DD] 
The Designated Drinker is impulsive and will drink in pursuit of 
entertainment. Frequent heavy drinking is her style and she encourages her 
friends to also binge drink, which may undermine the groups’ goal for 
moderate drinking. 
 
“You know those girls that go out and party hard every weekend, 
they don’t wear much clothing and drink way too much. As much as I 
hate to admit it, I’m probably part of it. It makes me want to stop 
drinking ‘cause I don’t want to look like that”.  (Cassie) 
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 Figure 1: Model of drinking archetypes 
 
 
 
  
Sensible 
Drinker 
Designated 
Drinker 
Party 
Pleaser 
Booze 
Angel 
High Social Capital 
Popular, Street smart, 
Good Stories, Drinking 
Lessons, Group leader, 
Trusting, Persistent, 
Competitive. 
Binge/Heavy 
Drinker 
Parties hard, drunken 
behaviour the norm, 
appears to be 
unconcerned by excessive 
drinking, easily influenced, 
an emotional drinker 
Low Social Capital 
High social concern, 
flippant, flakey, low 
prospects, doesn’t fit in.  
Light/Moderate 
Drinker 
Conservative alcohol 
use, attends alcohol 
free events, typically 
sober at drinking 
events, not easily 
influenced, alcohol for 
celebrations 
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 Figure 2: Friendship with institutional ties 
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 Figure 3: Friendship with university ties 
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 Figure 4: Friendship with school ties 
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 Figure 5: Friendship with professional ties 
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